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Abstract 
The contribution deals with the corporate identity and its parts in water Transportation Company. Water transport will play an 
important role in future of transportation, so there is a great place for formation new enterprises. Each organization has its own 
identity, which is less or more unique. The corporate identity is strategically arranged idea based on corporate philosophy, 
corporate vision and long- term business target. It must be confirmed by the company’s behaviour and its internal and external 
communication. Corporate social responsibility is an important aspect of the corporate identity. Each deliberately responsible 
enterprise also automatically builds its own positively perceived identity. 
© 2015 The Authors. Published by Elsevier B.V. 
Peer-review under responsibility of Academic World Research and Education Center. 
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1. Introduction  
The corporate identity is not only the matter of giant organizations but also a matter of small and medium 
companies that should aim to gain their own originality and non-interchange ability. The experience of successful 
corporations obtained during the last years show that the corporate identity working on the active participation of all 
 
 
* Ing. Erika SpuchĐakova, PhD., Tel.: +421-43-5133-215. 
E-mail address: erika.spuchlakova@fpedas.uniza.sk 
 5 The Authors. Published by Elsevier B.V This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/4.0/).
Peer-review under responsibility of Academic World Research and Education Center
287 Martina Paliderova et al. /  Procedia Economics and Finance  26 ( 2015 )  286 – 291 
its employees in the life of business has an extremely positive affect on the company’s performance and efficiency. 
However, a manager must believe that the opportunities of an ordinary employee to support the business success 
have no limitations.  
Nowadays it is estimates that water transport will become a valuable alternative to others modes of transport 
because of its environmental performance (Rypakova, Kormanakova, 2014). Therefore will be a place for formation 
and development of water transportation companies that should have implemented Corporate Identity if they want to 
survive in hyper competition (Zarnay, David, 2007).  
2. Corporate philosophy, personality, culture, communication, design 
Corporate philosophy answers to the questions: "What is really sense of this organization?  What do employees 
find out the sense of their work in?" Corporate philosophy drives organization forward. It is central idea from which 
is all inside organization developing. 
Corporate personality is a part of corporate identity, which knowingly express corporate mission inside and 
outside. By this corporate personality, the corporate can achieve unique characteristic and the sense of own 
identification and status on the market. 
Corporate culture is defined as long term and actual clime in organization, as the whole culture of organization 
(level of management, relations between employees, relations between management and employees, scale of values, 
motivation, etc.). Next the culture can form itself under impacts of daily life in organization, it is important its 
purposeful influencing toward required direction. Z. Sigut presents corporate culture as the internal rules of the 
game that affects the thoughts and actions of employees. Corporate culture has a multifactor conditionality and is 
strongly dependent on the culture environment. It is formed with the emergence of the company and its creators may 
be founders of the company or senior managers as well as employees with distinctive personality. Corporate culture 
can´t be prescribed, but its development can be influenced in order to achieve company´s objectives. Management of 
the company has to realize status of corporate culture, has to know and understand rules and possibilities how to 
influence its development as well as plan its changes. 
Corporate culture that is built on fixed moral foundations is a prerequisite for positive company climate. Within 
it there occurs the cultivation of interpersonal relationships on the workplace, to the flourishing of work ethics, to 
streamlining the communication and managerial work. All of these bring saving of cost associated with control 
activities and solutions of ethical conflicts. A priority can create a company profile and build it an important position 
not only on the market but also in the unconscious mind of the public (Lednicky, Slesinger, Sosedova).  
Implementation of corporate culture  
Basically, it is a process in which the goals, norms and values of the company become part of individual 
hierarchies, goals, norms and values of individuals or groups of employees. Among the key factors important for the 
implementation of corporate culture might be included the following: 
1. Awareness - it is primarily an information openness of companies (their visions, strategic plans, the results of 
performance of the company and other areas affecting the formation of corporate culture). Resources for the 
transmission of information in the company are meetings, company´s magazine, intranet, internet, call centers 
and so on.  
2. Personal example of management - if managers do not maintain established rules and standards of behavior and 
action, then the corporate culture is threatened.  
3. Company´s documents - written form clearly defined standards of corporate life. This concerns for example 
strategic programs of the company, workshops, organizational charts and a number of company´s plans from 
the financial plan through production plan, personal plan, to education plan and social plan of the company 
(Mikusova, Horvathova, 2012). 
 
Corporate communication is process which is accompanied with corporate identity towards its image through 
planned target oriented to communication with its participants. Communication (internal and external) is being used 
in every organization. The difference is in its unanimity, strategic content and targeting of all messages. Corporate 
communication covers all elements of communications - corporate design, internal and external architecture, 
advertising, public relations, discussions with opinion of leaders at key position, communication with corporate 
employees, sales representatives’ behaviour, advertising brochures, etc. Corporate communication is communication 
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in very wide scope, which is connected with visual, verbal, planned and non-planned communication and all other 
perceptions. Through all these elements participants are creating their picture about company.  
Corporate design covers all elements of corporate visual presentation. It is corporate logo, name, colours which are 
preferable used by organization, used fond of character, buildings, show rooms and its surroundings. Corporate 
design brings originality in sense perception of organization. That means its influence is emotive. Good corporate 
design is very strong communication tool.  
 
Corporate design usually consists from these elements or their combination (Poliak, Krizanova, Semanova, 
Stefanikova, 2013): 
- logo, 
- colours, 
- font of characters, 
- symbol, 
- slogan (or signature tune). 
    
 In such manner as product marks, corporate design is usually based on suitable graphics system, which is found 
upon strong order in some form. This system defines rules for work with logo, printing materials, advertising, 
internal and external architecture of buildings, dress of personnel, indication technical equipment etc.Ė 
Corporate identity is a complex view of organization, which is created by its philosophy, history, management, 
leadership, contemporary situation in organization and its view to the next future. The sense of a new view to the 
firm corporate identity is in easy identification for the outside target groups (to quickly recognize the mark by 
outside people) and to empower coherency inside the understandable and easy keep in mind.  
Corporate identity is a planned idea about organization, and it is about understanding ourselves. Each 
organization has its own identity, which is less or more unique. Corporate identity is seldom purposeful defined and 
developed by organizations. Corporate identity is issued from the basic substance of organization (Hraskova, 2012). 
Dreamboat is currently defined by the vision or philosophy of the firm. 
     In praxis we can meet with three types of organization: 
1. Firms do not take a great deal of care to corporate identity. In this category we can find a lot of organizations in 
Slovakia. This firm is not clearly profiled, it is possible to confuse it with other company and therefore it is easy 
vulnerable by other competitors. 
2. Second category contain less quantity of companies. These firms have vision and corporate identity, but their 
daily real activities do not confirm this identity. Often it is because identity stagnates for a time and it does not 
reflect the real situation, mission and activities of the firm or it was unrealistic from the beginning because it 
was only a wish of some managers. The organization, which is not able to correlate the planned corporate 
identity with its real behaviour on the market is not trustful and probably it is not stable. 
3. The third group is small, companies that have real program of corporate identity and which try to full fill it by 
its daily communication and activity create it. This group is growing up anyhow; the competition press on 
global markets is growing and the meaning of corporate identity as a tool for stress of the organization unique 
increases.   
 
Then corporate identity is strategically planned conception, which issues from philosophy of organization and 
from long term entrepreneurial goal. This conception must be fulfilled by communication inside and outside and by 
the company’s behaviour. Planned corporate identity will not be a dream, only when it is consecutively fulfilled by 
concrete behaviour of the organization. Corporate identity is shaped for a long time and it is continuously formed. 
From time to time it is useful to re-evaluate it in harmony with organization structure, new expansion, 
differentiation, acquisition, fusion, market conditions, etc. It should express development of important target groups, 
and stakeholders too. 
The identity contribution to the company depends on the concrete situation and conditions in which the company 
acts and also on the kind of problems it needs to solve. In general, we could say that the corporate identity 
contribution should be seen mainly in the fact that it makes the offer of particular company visible and it allows to 
identity its structure easily. This is important especially in present situation when the companies and their products 
are very alike and they can by confused easily. The identity contribution to the company can by specified in its goals 
and functions. 
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3. Water transportation Company focused on customers 
When utilizing the method of customer – focused organization cannot focus only on the economic indices but it 
must become absolutely” customer focused”. And this is not just empty words any more, but the company must 
adjust its behaviour, all its activities and thus contribute to the change of its corporate identity. Therefore, the goal of 
the company should be the customer benefit maximisation rather than profit maximisation. Not only should a 
product be in the spotlight, but the customer as a human being – a conscious customer orientation throughout the 
organization section. Hence, not the product but the problems, wishes and needs of current and the future customers 
are the most important. All ttransport organization employees must permanently think about values what the 
customers observe the most and the best possible way to satisfy the customers´ needs (Vysekalova, 2009). 
Therefore, each part of the management, form the structure to the motivation methods must lead to reaching this 
objective (Cihovska, 2001). These principles, however, remain a theory if they are not carried out as practical and 
fundamental changes of structure and management methods that had been used until now. As results of the product 
or service commercial success characteristics and the market price acceptability of both sides (producer- customer), 
the presumption of competitive and commercially successful production should be to achieve. Their customer is 
satisfied optimally with the product (service), which means the optimum level of benefit while achieving minimum 
costs relating to its production and utilisation i.e. reaching maximum value for the customer.  
Level of benefit for the customer is measured by proportion of benefit to costs respectively to the price necessary 
for achieving and utilising the benefit. In the quantification process of value for the customer, the level of benefit 
(numerator) is calculated as the level of customers´ satisfaction. The calculation method fully observes the so-called 
optimisation principle (Lukasova, 2009). 
It is based on the thesis that the benefit is not measurable by the benefit itself, but rather must be measured by 
another category – need. To be more precise, it is the level of saturation expected by the customer (the so-called 
etalon optima of the customers´ need), which is the right criterion for the level of benefit i.e. level of the customers´ 
satisfaction. In practice this means that the parameter value (benefit) determined scientifically or by an expert which 
the value of etalon optima of the customers´ need is compared numerically. In this way, the benefit is transformed to 
the level customers´ satisfaction while taking into consideration the optimisation principle. In the denominator of the 
relation denoting the value for customer, the total costs are represented by economically formulated resource 
intensity to achieve and utilise the level of benefit or the level of the customers´ satisfaction analysed above. 
The effort to gain the maximum value for the customer is also the effort to change one´s identity, to create 
positive corporate image and subsequently, to achieve higher profit. The maximum value for the customer (as 
amount of identical economic interests of customers and  producers) is defined through these equalities: The 
customer will achieve delights optimum when the manufacturers produce and sell only good products (i.e. products 
and services) at the necessary benefit level (level of the customers´ satisfaction) (Pfeifer, Umlaufova , 1993). 
 
Example of Corporate identity for maritime company 
Strong corporate identity means even strong market position, employees’ satisfaction and feeling of involving in 
a process, but also reminds and imagines strong and successful brand that are trusted by customers (Stofkova, 2013). 
The table below presents list of the top water transportation companies in the world.  This list includes the most 
famous companies doing business in water transport because of their strong corporate identity. All of listed 
companies are using logos, and their own corporate components followed by unique communication and design.  
The figure below the table shows example of mentioned components.  
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Table 1: List of the top water Transportation companies 
Rank The name of the company 
1. Alexander & Baldwin 
2. American Commercial Lines Inc. 
3. American River Transportation Company 
4. Horizon Lines, Inc. 
5. Kirby Corporation 
6. Odyssey Marine Exploration 
7. Omi 
8. Royal Caribbean International 
9. Sino Global Shipping America 
10. Tidewater Inc. 
11. Trailer Bridge 
12. Trico Marine Services, Inc. 
13. U.S. Shipping Partners L.P. 
Source: 1 (Rypakova, Krizanova, 2013). 
4. Conclusions  
Corporate identity is not a new phenomenon, but its importance is growing especially for a modern corporation, 
which want to be successful for a long time. The article provides a complete view to the difficulty building of 
corporate identity as an implement of an increasing effectiveness of water Transportation Company. Developing 
corporate identity is a permanent process, which must be improved every day. As it is rather difficult to predict how 
the change corporate identity will affect in the transported passengers in the next period, it can be only stated that 
this change should influence the corporate image, corporate culture and communication improvement and thereby it 
would also contribute to the improvement of position on the transport market and increase of its profit. Successful 
organizations in the early 21 century come with activities could lead to improvement of their performance. Instead 
of the effort to achieve savings, they prefer to increase their profit by means of extra contribution for the customer. 
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